Two key characteristics of the contemporary age of late capitalism are that it is saturated with media texts and technologies, and that it is fundamentally organized around a consumer economy. We live in the age of consumption; we live in the age of media. These features of modern life are particularly apparent in the urbanized global north: cities such as London, New York, Paris, Johannesburg and Shanghai are shaped by the abundance of media forms visible throughout the cityscape as well as the variety of options for consumption, entertainment and leisure available therein. That consumer culture and the media are interdependentalthough perhaps plainly obvious -is at once the starting point of this book and the dilemma that it seeks to unravel. These questions -how are consumer culture and the media intertwined, and to what purpose? -underwrite the pages that follow.
This book makes the argument that one of the reasons that consumer culture has become so naturalized and ubiquitous a feature of everyday life in the global north is the role that media texts play in 'selling' it. This argument is developed through the close examination of a case study: consumer magazine covers in the public realm. In order to set the stage for this enquiry, it is necessary to clarify key terms and make a case for both the attention paid to consumer culture and the media, and the selection of the particular example examined in this book. To start with, because this is the specific framing of the consumer culture-media relationship that will be examined, it is useful to explain how the term 'global north' is used. It refers to westernized, developed, industrialized nations with an annual 'GNI [gross national income] per capita of $11,116 or more ' (Kegley and Witkopff, 2008: 138) . 'Global north' is a collective term for wealthy societies shaped by advanced industrial and informational capitalism; in contrast, 'global south' refers to those societies still classified as developing or underdeveloped. Importantly, this divide between the 'west and the rest' is a conceptual classification that does not obey geographical boundaries: pockets of westernized, developed (consumer) lifestyles also exist in almost every underdeveloped or developing country, as do pockets of injustice and material deprivation in every so-called developed nation. Some features of consumer culture circulate across the globe (Southerton, 2011: xxxii) .
Societies of the global north are fundamentally organized around consumption, both economically, in terms of the operations of the global trade system, and symbolically, in terms of the images and messages that saturate everyday life and culture. This compelling characteristic of modern life has been recognized and discussed by theorists as diverse and influential as Jean Baudrillard (1970 ), Colin Campbell (1989 ), Mike Featherstone (1991 ), Don Slater (1997 ), Celia Lury (1999 and Zygmunt Bauman (2007) . Although divergent in their epistemological outlooks, and at times contradictory in their analytical approaches and argumentation, these scholars agree that consumerism is the defining feature of society today, and consumption a defining feature of the everyday practices of social life. Consumerism can be defined as a hegemonic culture that characterizes everyday life in the global north. It is crucial to recognize this distinction: while 'consumption [is] primarily a trait and occupation of individual human beings, consumerism is an attribute of society' (Bauman, 2007: 28 -emphasis in original) . Although the term 'consumerism' is sometimes used in North America to indicate movements that seek to promote and protect the rights of consumers, in this book it is used in the sense in which it summarizes the attributes of societies oriented towards and organized around consumption and the cultures of market economies (Slater, 1997: 24; Lury, 1999) . A consumerist society is one 'where a good deal of production is targeted at consumption, leisure and services and where there is the increasing salience of the production of symbolic goods, images and information' (Featherstone, 1991: 21) . A consumer is an individual defined in terms of their ability to consume and their consumption practices: a subject who acquires, uses or disposes of commodities (Arnould et al., 2002: 5) , and who lives within the framework of a market society. Consumerism indicates cultures in which consumers are considered subjects who experience both insatiable need and an unprecedented freedom of choice that is autonomously exercised through consumption (Slater, 1997: 27) .
The rise of a consumer society should not be considered a linear outcome of the growth in mass production, but as tied to it in intimate and
